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Forming the strategy of developing the HEI brand on the educational

services market

The modern stage of higher professional education development in Ukraine
Is characterized with the complex of conflicting issues: rigidity of competition on
the market of education services, demographic crisis, decreasing solvency of the
population, commercialization of the main directions of HEI activity etc. All of
this forces to search for new methods and instruments of HElI management, one of
which is forming the brand [1].

Branding is not only the component of marketing but also of psychology, as
brand causes certain customer’s associations, feelings and emotions, puts aside, to
the individual’s subconscious, certain product’s characteristics related to certain
organization brand. Of course, consumers will buy exactly that product the label of
which they rely to, the label of which is highly popular among the society. Formed
image of the university creates a defined depiction in the subconscious of people
orienting them to competitive advantages and distinctive features of the HEI.
Analysis of western experience in forming the HEI brand showed that branding is
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quite actively used in western educational institutions as an effective mechanism to
form and increase the competitiveness of the educational institution, to create
strong reputation that raises trust of employees and consumers. Forming a
successful brand and managing it effectively solves the range of tasks defined for a
university, in particular: brand contributes to creation of natural barriers for
competitors; brand existence allows developing new market niches and simplifies
introduction of new educational services (intellectual products) to the market;
brand gives additional time to the educational institution to adapt in case new
market threats appear; thanks to brand, the institution distances its educational
programs in consumers’ eyes from the similar educational programs of the
competitors [2].

Thus, brand of the educational institution is an actively acting instrument to
increase the HEI competitiveness. It allows to raise not only the economic
effectiveness of the HEI but also the social significance, and, at the same time, to
contribute to the development of the region and the country in general by preparing
high-qualified professionals. So, one of the most effective strategies of
strengthening the own position on the market of educational services can be a
purposeful building of the HEI brand. The work on branding considers setting and
fulfillment of the following tasks: perfect and deep analysis of the condition of the
educational services market; determination of the essence of the brand as an
instrument to increase the HEI competitiveness; assessment and analysis of
approaches to brand structurization; research on the methods of modeling and
application software in forming the strategy of developing the HEI brand;
development of methods of assessing the loyalty of educational services
consumers; development and implementation of attributes of the HEI brand.

The foundation of forming the strategy of the HEI brand development on the
market of educational services should be a complex system methodology
considering implementation of all types of marketing communications and
development of instrumental means considering implementation of economic and

mathematical methods and models for determination of the factors having the most
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significant influence on the formation of the loyalty of consumers of the of HEI
educational services, determination of the brand structure, development of
attributes of brand-communications that will allow improving the system of
marketing activity of the HEI and providing its competitiveness and leadership.
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[TuBasap I.B., k.e.H., no11., bpine M.C., k.e.H., 1011.,
XHEY im. Cemena Kyzners
CounianbHUi PO3BUTOK MIANMPUEMCTBA K CKJIAI0BA eKOHOMIYHOI
noseainkn ¢gipmu

OO0'exTUBHI MpoOIIeCH coIlianizamii 3HAXOASTh CBOE BIAOUTTS B CY4acHUX
BUPOOHMYMX BiTHOCHHAX. Po3rmsHyTi B poOOoTi THNH, (GopMH W HANPSIMKH
coriamizamii BHUSBIAIOTH 3HAYEHHS COIIAJBHOTO PO3BUTKY, IO TOCTIHHO
NOCWITIOEThCA.  PO3BUTOK  Ccy4acHOro BHpPOOHMIITBA, MOro aBTOMAaTH3AIlid,
NEPETBOPEHHSI HAyKH Y BUpPIIAIbHUA (aKTOp BUPOOHUIITBA KapAHMHAIBHO
MIHSIOTh MiCIIe ¥ POJIb JIFOJCHKOI Tparli B mpoleci BupoOHHITBA. [lpariiBHUK
BUTICHSIETHCS 3 TEXHOJIOTTYHOTO TIPOIIECY BUPOOHUIITBA, BCE YACTIIIE 3aMIHIETHCS
MalIuHaMU, 4epe3 0OMexXeHicTh (I3MYHUX MoxmBocTel. [IpoTe, 111 mpouecu He
MOBHICTIO BUKIIFOYAIOTh YJYacTh KUBOI Mpalli B MPOIleci BUPOOHUIITBA, a, HABIAKH,
pEeA'IBISIOTh JIO TPAIiBHUKIB HOBI BHUMOTH. ChOTOJIHI IMOTPiIOHI HOBI 3HAHHS,
O1LTBIII BUCOKUM PIBEHD KBai(iKaIlii mpariBHHAKA.

CormianbHU# PO3BUTOK KOJEKTUBY HEOOXIMHO aHANi3yBaTH B TPHOX

B3a€EMOINOB’SI3aHUX AaCHEKTaX: SK MepeayMOBY BHUPOOHHMIITBA, 5K (PaKTOp
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